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Abstract: 

This study dealt with the issue of the impact of business ethics in Achieving competitive 
advantagefor organizations,The study was applied to a sample of (35)  employees,  out  of  a  study  
population of (96) employees. The study used a questionnaire as a key tool for gathering 
information and data, The questionnaire was distributed randomly on various workers in the high 
plateaus tannery in Djelfa, and so on different organizational levels (Top management, Middle 
management, Lower management, Typical functions), The study concluded to a set of results 
including the following: 
 The high level of awareness of all the dimensions of business ethics (Ethics Director, Employee 

Ethics) as we noticed high levels, except dimension (Ethics Organization) in which we noticed 
medium level. 
 The high level of awareness of competitive advantage among workers in the high plateaus tannery 

in Djelfa. 
 The study showed through the multiple linear regression results that there is a statistically 

significant positive effect at  level (  0.01), between (Ethics Director, business ethics) and 
competitive advantage among workers in the high plateaus tannery in Djelfa. 
The study showed through the multiple linear regression results that there is no statistically 
significant positive effect at  level (  0.01), between (Employee Ethics, Ethics Organization) and 
competitive advantage among workers in the high plateaus tannery in Djelfa 
 Keywords: business ethics, competitive advantage, the high plateaus tannery in Djelfa. 
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 descriptive Statistic Measures 
    Cronbach’s Alpha ( )      
   Multiple Regression Analysis

. 
 :  

 .       
           
                 

       :  
  :

  
 :)  

(.  
 :   (12)

) :14-() :58-(
) :912-(.  

 : (12)) :1324-(.  
 :  

       (Cronbachs' Alpha)    
           )2(    

   ) 0.809(        
   )0.821(          ) 0.849(

                   
   .  

) 2( :         
         

  12  0.809  

  12  0.821  

  24  0.849  

:   (spss).  
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   )3(      )100%( 
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 )()74.3%(        
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  ) 3( :      

      
 35  100%  

 0  0%    

 35  100%  

30  7  20.0%  

30 40  19  54.3%  

41 50  5  14.3%  

50  4  11.4% 

  

 35  100%  

 9 %25.71 

 11 %31.43 

 2 %5.71 

 2 %5.71 
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 35 %100 
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) 4( :      

         
5   14  40%  

5 10   7  20%  

11 15   2  5.71%  

16 20   3  8.57%  

21   9  25.72%  

  

  35  100%  

  10  28.57%  

  16  45.71%  

  4  11.44%  

  5  14.28%  

  

  142  100%  

  22  62.86%  

  13  37.14%    

  35  100%  

:    (spss).  

     )4(        )60%(         )  5 (

         )45.71%(
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)Analysis of variance(.  

) 7( :
  

        (F) 
  

 (R2)  (F)   

  3  0.980  0.980  4.776  0.126  0.036*  

  31  6.771  0.205        

  34  7.751          
(*))= 0.05.(  

:      (spss).  

) 7(   (F)(0.036)
       )= 0.05(             .

             )%12.6(        
) .( 

) 6( :
  

  )(  
(T)  

 
(R)    

(R2) 

 
(T) 

  

  2.377  3.939  /  /  0.000  /  

 0.150  0.880  0.385    

 0.289  3.261  0.003    

 0.065  0.446  0.659    

  0.349  2.185  

0.356  0.126  

0.036    

  Y=2.377 + 0.289x2+  
)(  (*))= 0.05( 

:    (spss).  

)6(   
  (T) 

(3.261)(3.939))T( 
)2.185()3.939(  

(0.003))= 0.05( 
(0.036))= 0.05( (R) 
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